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Abstract 
E-Shopping (or called Internet shopping) has generated a great deal of research 
interest in recent years. Past studies had proposed a set of predictors and determinants on 
e-shopping, but no single study has tried to integrate these pieces of information to 
explore the whole picture. The current study aimed at integrating the current findings in 
e-shopping by using a classic theory in social psychology, Theory of Reasoned Action 
(TRA), as a conceptual framework. Structural Equation Modeling (SEM) technique was 
employed for testing the hypothetical model and guiding the model modifications. A 
total of eleven latent variables were included in the hypothetical model. They were丄 
intention for future e-shopping, attitudes toward e-shopping, perceived social norm, e-
shopping experience, social economic status (SES), Internet usage, time economic 
motivation, money economic motivation, trust, perceived control, and channel 
appropriateness. The final model suggested that trust and the motive variables 
successfully predicted attitudes toward e-shopping, and attitudes toward e-shopping 
were found to be the most important predictor of future e-shopping intention. The 
current results also revealed Hong Kong Internet users' attitudes toward e-shopping. The 
critical factors for them to decide from which online commerce provider to purchase 
were also explored. The theoretical and practical implications of findings were 
discussed. 
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摘要 
近年來，網上購物的發展備受關注。有不少硏究提出了不同的因素來預測 
人們在網上的購物行爲，但暫時卻沒有一個硏究有系統地綜合這些資料。本硏究 
以傳統的社會心理學理論-Theory of Reasoned Action (TRA)爲基礎，配合現代的 
統計學技巧-結構方程式模型〈Structural Equation Modeling, SEM >，旨在綜合現 
有關於網上購物行爲的發現，爲進一步硏究這課題奠下基礎。本硏究共採用了十 
一個不同的變數’他們分別是網上購物的意向、對網上購物的態度、主觀社會標 
準、網上購物經驗、社會地位、上網習慣、上網動機〈節省時間和金錢〉、對互 
聯網的信任、主觀控制、及媒體適合程度°結果顯示對互聯網的信任和上網動機 
能有效的預測對網上購物的態度，而對網上購物的態度則是決定網上購物的意向 
的最重要因素。另外，我們搜集了香港互聯網用家對網上購物的態度和他們認爲 
在挑選網上購物供應商時重要的因素。我們亦就本硏究結果在理論和實際層面上 
的應用作出深入討論。 
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Internet Shopping: 
A Structural Equation Approach 
The Internet or World Wide Web (WWW or Web) has been regarded as the 
major trend on commerce in the new century. A huge amount of money has been spent 
on the development of e-commerce (or sometimes called Business-to-customer 
commerce, B2C), Industries like communication, entertainment, business, and retailing 
have been shifting from the traditional channels to this new interactive medium. 
Significant confusion, however, exists among scholars and practitioners regarding 
expectations for e-commerce market development and the selection of effective Internet 
commerce strategies in recent years. The fact that many Web companies in early stage of 
e-commerce had not materialized as predicted added confusion to the e-commerce 
business. Some of them have kept losing billion dollars since then. For example, 
management of AdMark had determined to terminate the business due to the continuous 
deficit in business (AdMark was the largest B2C provider in Hong Kong). Nevertheless, 
other B2C companies were proven to be successful and became well-known brands 
worldwide, e.g., Amazon.com. The success on e-commerce seems possible, but by no 
means as easy as expected before. 
Many researches and articles concerning the Internet business strategy and 
characteristic were published in last two years because of the confusion existed. 
Research concerns included how demographic variables, Internet usage, trust, 
motivation, and channel matching predict e-shopping behavior. Although these findings 
offered some very insightful knowledge，they did not help much in understanding the 
big picture of e-commerce. The purpose of current study is to integrate the recent 
findings on e-commerce or e-shopping by adopting the theory of reasoned action (TRA; 
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Fishbein and Ajzen, 1975; Ajzen and Fishbein, 1980) as a conceptual framework. 
Structural Equation Model (SEM; Bentler, 1983) was used to confirm the hypothetical 
relationships based on recent research findings. SEM was widely used in psychology 
and related disciplines for specifying and estimating models of linear relationships 
among a set of latent variables in recent years. By integrating the pervious findings in e-
commerce, we hope to suggest a theoretical model on e-shopping that allows us to have 
a better understanding in the intention of Internet shoppers for future e-shopping. 
Subsequent studies are then able to focus on the formation of variables suggested in the 
current model. 
Attitudes of Hong Kong Internet users toward the Internet and e-shopping were 
also examined in the current study. Critical factors for Internet consumers to choose 
their product provider were explored. Internet commerce providers are then able to gain 
insight on how to manage their business strategy in Hong Kong by combining this 
information and the model found. 
Internet in Hong Kong 
Computers and the Internet access are very popular in Hong Kong, data from 
Census 2000 (Table 1 ； Hong Kong Census and Statistic Department) showed that the 
computer penetration rate in Hong Kong was 50% and the Internet penetration rate was 
34%, lower than U.S. but similar to Taiwan (50% and 31% respectively; data source: 
iamasia, 2000). Census data also showed that around 30% people aged 10 or above had 
used Internet service during the twelve months before enumeration. Given this high 
computer and Internet penetration rate, and the solid experience in the Internet of Hong 
Kong population, potential of e-commerce in Hong Kong can be large. In addition, 
Hong Kong resembles special regions in China in many ways, such as Shanghai. These 
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special regions have very high potential in the Internet development and the Internet 
population is expected to increase radically in the coming few years. The potential e-
commerce market in China, therefore, is unlimited. Data from Hong Kong can suggest 
direction for both markets in developing e-commerce business. 
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Literatures Review and Hypotheses 
The hypothetical model is shown in Figure 1. The current study aimed at 
integrating the most up-to-date findings in e-shopping. Some relationships in the model 
were proposed based on the well-established theories and findings in consumer and 
human behavior research, e.g., Theory of Reasoned Action (TRA). A Total of eleven 
latent variables were included in the hypothetical model. They were intention for future 
e-shopping, attitudes toward e-shopping, perceived social norm, e-shopping experience, 
social economic status (SES), Internet usage, time economic motivation, money 
economic motivation, trust, perceived control, and channel matching. 
Theory of Reasoned Action (TRA) 
Theory of Reasoned Action was used as a conceptual guide in developing the 
model. Theory of Reasoned Action (TRA) was first proposed by Fishbein and Ajzen in 
1975 to predict and explain behavior. According to this theory, intentions of behavior 
are the most immediate determinants of social action. Intention represents individuals' 
plans to perform or not to perform the behavior in question (Ajzen & Fishbein, 1980). 
Intentions to act are a function of two variables 一 attitudes toward the behavior and 
subjective social norm. The former variable relates to the personal feelings of 
favorableness or unfavourableness toward the behavior, for example, to what extent the 
individual evaluate the behavior as useful or not, enjoyable or not. The later variable 
represents the social influence on individuals, for example, to what extent the individual 
perceived the behavior is expected by the important referents. 
The relationship between intention and future behavior was assumed to be strong 
in e-shopping context. According to the theory of planned behavior (Ajzen, 1985), the 
extended theory on TRA, the high correction between intention and future behavior 
Internet Shopping 5 
exists when the action is under volitional control. Since the Internet assess in Hong 
Kong is very convenient and the ability required for e-shopping is considerably low, the 
decision of e-shopping should be volitional. Therefore, TRA was adopted in the current 
study and the intentions to shop online were assumed to be able to predict actual e-
shopping behavior. 
Attitudes toward E-Shopping 
According to the theory of reasoned action (TRA; Fishbein and Ajzen，1975; 
Ajzen and Fishbein, 1980)，attitudes are a function of beliefs. Favorable attitude is 
formed when a person believes that performing a behavior will lead to positive 
consequences while the negative attitude is formed when a person hold the opposite 
beliefs. Therefore, people who believe e-shopping can lead to positive consequence like 
saving time or money should possess positive attitude, whereas people who believe e-
shopping may lead to negative consequence should possess negative attitudes toward e-
shopping. As suggested by TRA, the positive attitudes toward e-shopping should predict 
the intention to shop online directly. 
Given the attitude-intention relationship, we also argued that positive attitudes 
correlate with past e-shopping behavior because e-shopping is supposed to be under 
volitional control and can be executed at anytime. Therefore, Internet consumers with 
positive attitudes toward e-shopping, which in turn lead to higher intention to shop 
online as hypothesized, probably have executed this intention in past years. 
HI: People with more positive attitude towards e-shopping would have higher 
intention for future e-shopping. 
H2: People with more positive attitude towards e-shopping would have more e-
shopping experience. 
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Perceived Social Norm 
Social norm has been regarded as one of the determinants of behavioral 
expectation in reasoned action theory (Fishbein and Ajzen, 1975; Ajzen and Fishbein, 
1980). The subjective or perceived social norm reflects the influence and control of the 
social environment through common belief system and group activities (Katz and Kahn, 
1978). It represents an individual's belief that important referents think one should 
perform a behavior (Ajzen and Fishbein, 1980; Fishbein and Ajzen, 1975), for example， 
you are more likely to do something if your lover thinks you should be. Since relatively 
less emphasis has been put on this concept in recent e-shopping researches, perceived 
social norm on e-shopping was included in the current study to see its relationship with 
e-shopping behavior in an exploratory manner. As predicted by TRA, social norm was 
hypothesized to correlate with the intention for future e-shopping. 
H3: Higher perceived social norm on e-shopping is positively correlated with the 
intention for future e-shopping. 
E-Shopping Experience 
Bagozzi and associates (Bagozzi, 1981; Bagozzi and Kimmel, 1995) have shown 
that past behavior directly affects intentions and subsequent behavior. Their result 
suggested that frequency of past trying adds independent predictiveness to intention to 
try over above attitude and social norm for routine decisions such as exercise and diet. 
On the other hand, Thomas' (2000) research on e-shopping suggested that once the first 
order was made and successfully delivered, an important hurdle for e-shopping would 
have been overcome. Therefore, it was hypothesized that one's e-shopping behavior is 
positively correlated with the intention for future e-shopping. 
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H4: people with e-shopping experience would have higher intention for future e-
shopping than people without e-shopping experience. 
The TRB framework and past experience formed the core part of the proposed 
hypothetical model and exerted direct effects on intention, which in turn affected one's 
future behavior. In addition to the variables proposed by TRB and past experience in e-
shopping，other variables were included in the hypothetical model based on the 
empirical findings in researches on the Internet or the Internet commerce. These 
variables were hypothesized to have effect on the intention for future e-shopping 
indirectly through the predictors in the core part of hypothetical model, that are, 
attitudes, social norm, and past behavior. 
Social Economic Status (SES) 
Recently, most survey findings agreed that the online population was relatively 
younger and more educated (Korgaonkar & Wolin, 1999). However, based on a 
telephone survey done in 1999, Donthu and Garcia (1999) found that Internet shoppers 
in U.S. were older and make more money than non-Internet shoppers. No survey, 
however, has been done in Hong Kong or any Chinese society. By knowing the 
demographics of Internet shoppers, Internet commerce providers can target the correct 
groups in their segmentation. It was hypothesized that people higher in SES, who are 
older and make more money, have more experience in e-shopping. 
H5: Internet shoppers are older and make more money than non-Internet 
shoppers. 
Internet Usage 
Internet usage was extensively used as a dependent variable in the Internet 
research. Internet usage can be divided into two parts - the amount of Internet usage and 
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the way of Internet usage. The former means how much time one devotes to the Internet 
while the later means how one uses the Internet. Significant relationships were 
repeatedly found between Internet usage and demographic variables like age, gender, 
and income (e.g., Korgaonkar & Wolin，1999; Bellur, 2000). On the other hand, e-
shopping behavior was also found to be related with the same set of variables (Donthu & 
Garcia, 1999). Although no direct relationship between Internet usage and e-shopping 
was found, common variance is likely to exist between Internet usage and e-shopping 
behavior. 
Novak，Hoffman, and Yung (2000) suggested that Internet usage is a good 
indicator of one's attitudes toward the Internet use. In general, those people who use the 
Internet more frequently should have more positive attitudes toward Internet use, which 
may in turn influence one's attitude towards e-shopping. Therefore, the frequent users 
were expected to have more positive attitude toward e-shopping. Since no prior finding 
explored the effect of Internet usage on e-shopping, these two hypotheses were also 
tested in an exploratory manner in the current study. 
H6: High frequency Internet users use e-shopping more frequently than low 
frequency Internet users. 
H7: High frequency Internet users have more positive attitude towards e-
shopping than low frequency Internet users. 
Economic Motivation 
Economic motivation reflects consumers' needs for convenience and money 
saving. Since the Internet provides a convenient, information-rich, less time and social 
pressure environment, less impulse purchasing is expected on the Internet than in 
traditional store. As Anders (1998) suggests, when shopping for big-ticket items where 
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price comparison in an information-rich environment is fairly easy, and the potential for 
savings significant, the economic motivation to shop on the Internet could be strong. On 
the other hand, as selling products on the Internet can save companies as much as 15 
percent compared to selling through the regular channels, e-shopping providers always 
sell at lower rate on the Internet than traditional store. Therefore, people high in 
economic motivation would have more positive attitude towards e-shopping and make 
more online purchases. 
In a study concerning consumers' Internet usage, Korgaonkar and Wolin (1999) 
found that economic motivation could predict one's number of hours spent on the Web, 
whether Web purchases were made over the past year, and how often were the purchases 
made. The results of discriminant analysis showed that one's economic motivation was 
associated significantly and positively with both respondents' Internet usage and e-
shopping behaviors. In our model, economic motivation was further divided into time 
economic motivation and money economic motivation, reflecting one's needs for saving 
time and money respectively. 
H8: People high in time economic motivation would have more positive attitude 
towards e-shopping than people low in time economic motivation. 
H9: People high in money economic motivation would have more positive 
attitude towards e-shopping than people low in economic motivation. 
HI 0: As time economic and money economic motivations were originally 
regarded as a single measure, correlation among them is expected. 
Trust 
Many articles and researches on e-shopping suggested that trust is the most 
critical determinant for shopper's choice on e-shopping (e.g., Hoffman, Novak, and 
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Peralta, 1998; Thomas, 2000; Van den Poel & Leunis, 1999). The concerns of trust on e-
shopping are twofold, the trust on the media itself (environmental control) and the trust 
on the online companies (secondary use of information control). 
According to Hoffman, Novak, and Peralta (1998)，the Internet consumers' 
disclosure of personal information is characterized by an explicit social contract 
executed in the context of a cooperative relationship built on trust. In addition, providing 
personal information can be seen as the first step in e-shopping since no exchange can be 
made without disclosure of personal information. Therefore, general willingness to 
disclose personal information was employed to reflect one's level of trust towards the 
Internet and online companies in the current study. One's level of trust was hypothesized 
to predict e-shopping behavior in a positive direction, in particular, people who trust the 
Internet and Internet commerce providers were more willing to shop online, thus, had 
more e-shopping experience. 
Hll: Higher level of trust is positively correlated with more frequent e-shopping 
experience. 
Perceived Control 
According to Goodwin (1991), the lack of trust arises from online shoppers' 
perceived lack of control over the access that others have to their personal information 
during the online navigation process. These concerns of control over information 
privacy can be divided into two dimensions of environmental control and secondary use 
of information control. 
Environmental control directly affects consumers' perceptions of the security of 
online shopping (Goodwin, 1991). Consumers may fear typing in their credit card 
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information to any commercial Web providers. It may be because consumers do not trust 
commercial Web providers or they may fear the effort of hackers, or both. 
Secondary use of information control reflects the consumer's perceived ability to 
control the use of personal information for other purposes after the transaction during 
which the information was originally collected (Goodwin, 1991). It is related to the 
concern that whether Web providers will sell the collected consumers' information to 
third parties without their knowledge or permission. Consumers should be able to 
control whether or not Internet vendors can obtain or resell data about them to third 
parties. For instance, both America Online and CompuServe allow customers to 
indicate, as they sign up for the service, whether they want their name to be made 
available to electronic marketers. Result from a survey done in 1997 (Kiely, 1997) 
showed that consumers are reluctant to shop online, in part because they are afraid that 
they will lose their privacy in cyberspace. Therefore, the perceived control, either 
environmental or secondary use of information, was hypothesized to have direct effect 
on one's attitudes toward e-shopping and level of trust on the Internet. 
HI2: People who perceive high in environmental control have higher level of 
trust towards the Internet than people who perceive low in environmental 
control. 
HIS: People who perceive high in environmental control have more positive 
attitude on e-shopping than people who perceive low in environmental control. 
HI 4: People who perceive high in Secondary use of information control have 
higher level of trust towards the Internet than people who perceive low in 
Secondary use of information control 
Internet Shopping 12 
HI 5: People who perceive high in Secondary use of information control have 
more positive attitude toward e-shopping than people who perceive low in 
Secondary use of information control. 
Channel matching 
In 1998, Morrison and Roberts (1998) conducted a study to investigate the 
relationship between channels matching and consumers' consideration of specific kinds 
of bank services. Their result suggested that consumer consideration of home banking 
depends on three factors: 1. Relative advantages or benefits of the delivery vehicles 
(Internet). 2. Relative advantages of the banking service, and 3. most importantly, the 
perceived fit between banking service and the delivery vehicles used. For example, they 
found that 91% of the difference between the probability of consideration for operating a 
savings account using a bank, and the probability of consideration for operating a 
savings account using the Internet was due to the fact that the Internet were not seen as 
an appropriate way to operate a savings account relative to a bank, but only 9% of the 
difference was due to the preference of banks as a method of operating over the Internet. 
Although preference for the distribution method is important and statistically 
significant, its influence on behavioral intention is secondary to consumers' perception 
of whether the method is appropriate to the service to which it is being applied. The 
perceived appropriateness of the delivery channel, therefore, was expected to mediate 
the relationship between the preference for distribution method (attitude towards e-
shopping) and the probability of consideration (intention for future e-shopping). 
HI 6: Positive attitude toward e-shopping predicts higher level of perceived 
appropriateness of the Internet as a shopping channel 
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HI 7; People who perceive Internet as an appropriate channel for shopping use 
e-shopping more frequently than people who do not perceive Internet as an 
appropriate channel for shopping. 
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Method 
Procedures 
Since the recent study focused on current Internet users in Hong Kong, collecting 
data through the Internet was the best way to employ a large and representative sample 
from this population. Recently, data from different studies supported that data collected 
from the Internet is valid and reliable, for example, Davis (1999) suggested that findings 
from Web-based questionnaire research are comparable with results obtained through 
standard procedures. In addition, online data collection was proven to be an effective 
method for collecting data in limited time and with fewer error (Pettit, 1999). 
Non-probability sampling procedure was employed (e.g., recruiting respondents 
via press announcements, hyperlinks, newsgroup posting or e-mailing). This method was 
proven to be an effective method in making inferences about web-users' attitude towards 
the new medium (Schillewaert, Langerak, & Duhanmel, 1998). A Web site 
(http://cvberpsv.psv.cuhk.edu.hk/~eshopping) was posted in the Internet from March 1 
to April 1, 2001 for data collection and respondents were invited to visit our homepage 
and fill in the on-line survey. Invitation e-mail was sent to all students of the Psychology 
Department, the Chinese University of Hong Kong (CUHK), and they were asked to 
forward the invitation e-mail to their friends who were living in Hong Kong. An 
invitation message was also sent through the ICQ and the recipients were asked to 
forward the message to all the people on their contact list who were living in Hong 
Kong. In order to reach more diverse sample and cover the whole targeted population, 
an invitation was posted on different discussion groups in Hong Kong, of which 
discussion topics include technology, art, politic, etc. Since past findings suggested that 
all non-probability sampling channels generate response of equal quality and 
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completeness (Schillewaert, Langerak, & Duhanmel, 1998), analyses were based on the 
whole data set. 
Upon visiting the website, potential participants were greeted by a welcome and 
introductory screen. This screen indicated the aims of the current study and guaranteed 
that all the information collected would only be used in academic study and would not 
be given or sold to any other party under any condition. Their anonymity was also 
guaranteed. The researcher's name, background and email were also available in the 
website, so that participants could contact the researcher directly if they had any 
problem or question regarding their potential participation. 
Since multiple measures were used to assess different constructs to ensure the 
construct validity，more than two hundreds questions were included in the 
questionnaires. Pilot study showed that around 20-30 minutes were needed to complete 
the whole questionnaire. In order to avoid scaring the potential participants in the first 
instance, the questionnaire was broken down into three parts and each part focused on 
different topics. In addition, lucky draw was included to attract participation. Ten 
respondents would be given three hundred Hong Kong dollars through random selection 
using statistical software. 
To avoid repeated responses, name and e-mail were asked at the very last of the 
online questionnaire. The returned cookies were also carefully examined, only three 
double cookies were observed (double cookies indicates that the responses come from 
the same computer). However, valid name and email were provided in all cases, so it 
was believed that no repeated response was collected in the current sample. 
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Measures 
The complete instrument used in the current study is available on the Internet 
(http://cvberpsy.pSY.cuhk.edu.hk/~eshopping). Table 2 presents the items of those 
variables included in the hypothetical model. Demographics variables (e.g., age, 
personal income, and gender), Internet usage information (e.g., average online time per 
day), online purchases made (e.g., number of purchases made in last six months), and 
intentions to purchase online (e.g., probability for e-shopping in coming six months) 
were measured by a self-constructed questionnaire. Those adopted scales in current 
study were translated into Chinese, back translation and pilot test were done to ensure 
the meaning and construct validity of the scales. 
Attitudes Toward E-Shopping 
The general attitudes toward e-shopping was measured by a self-constructed 
questionnaire and yielded a Cronbach alpha of .60. The scale included "e-shopping is 
effective", "e-shopping is matching my style", "e-shopping is safe", "e-shopping is 
difficult", and "e-shopping needs long delivery time", with a 5-point Likert scale from 
"strongly disagree" to "strongly agree". 
Perceived Social Norm 
Measurement of perceived social norm was also a self-constructed scale, with a 
Cronbach alpha of .73. Items like "most of my friends have shopped online" and "e-
shopping is very popular" were included, with a 5-point Likert scale from "strongly 
disagree" to "strongly agree". 
Economic Motivations 
Measurements of the economic motivation were developed based on the scales 
used in Korgaonkar and Wolin (1999) study. The original scale measures one's needs 
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for saving time and money in using the Internet, but the present study divided the 
original scale into two components - time economic motivation and money economic 
motivation since they could be theoretically independent concepts. It is possible for 
someone who is motivated to use the Internet for time saving only but not for money 
saving, and vice versa. The time economic motivation and money economic motivation 
yielded a Cronbach alpha of .83 and .76 respectively. 
Level of Trust 
Willingness to disclose real personal information on the Internet was used as a 
measure of level of trust. Since we focused on the general level of trust towards the 
Internet, direct measurement seemed not appropriate for this purpose. Indirect 
measurement, therefore, was adopted in the current study for measuring one's level of 
trust. The willingness to disclose real personal information was used because of two 
reasons. First, no single transaction can be made without disclosing personal 
information. In other words, it can be seen as the first step or the necessary condition for 
e-shopping. Second, according to Hoffman, Novak, and Peralta (1998)，the disclosure of 
personal information is characterized by one's level of trust towards the media. 
Therefore, one's willingness to disclose personal information was highly correlated with 
one's level of trust. 
Environmental Control and Secondary Use of Information Control 
Measurement of environmental control and secondary use of information control 
were adopted from GVU ^^ ^ W W W User Survey (GVU, 1998; 
http://www.svu.mtech.edu/user survey/survey-1998-04/auestions/pnvacv.html). 
Environmental control concerns the perceived control over personal information on the 
Internet, such as "Someone would know what I have done on the Internet" and "My 
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person information would be stolen". Secondary use of information control reflects the 
consumer's perceived ability to control the use of personal information for other 
purposes after the transaction during which the information was originally collected, 
sample items like "someone would unlawfully use my personal information" and "I 
don't trust the Website company would protect my personal information" were 
employed in the questionnaire. The environmental control and secondary use of 
information control yielded a Cronbech alpha of .40 and .73. 
Channel Appropriateness 
Measurement of perceived channels matching between the service and the 
Internet was adopted from the study Morrison and Roberts (1998). As the current study 
was focused on genera丨 population, the original 7-point verbally anchored scale was 
changed to 5-point verbally anchored scale from not at all appropriate to highly 
appropriate. Participants were asked to rate their perceived appropriateness to purchase 
different product categories through the Internet. The product categories were formed 
based on the category system used in various e-shopping sites in Hong Kong, e.g., 
Yahoo HK. Therefore, the category system used was able to cover the whole range of 
products available in the Hong Kong Internet stores. Feedback from the pilot study 
showed that respondents were able to distinguish different categories' products without 
any difficulty. Participants were also asked to report their past e-shopping experience 
and indicate the intention to shop online in the future in each of the category using the 
same category system. An overall rating on appropriateness and intention for future e-
shopping were collected too. 
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Results 
General Demographics 
A total of 440 participants completed the whole questionnaire with no missing 
value observed because respondents were automatically prompted by the Web server to 
complete omitted items. Among those participants enrolled in the current study, 40% (n 
=175) were males and 60% (n = 265) were females; 26% were aged between 16-20， 
52% between 21-25, 15% between 26-30, and 5% of participants were older than 31. 
Majority of participants were well educated, more than 80% were studying or having a 
diploma or undergraduate degree or above. Around 60% were students, 18% were 
managers or professionals, and 10% were working in computer-related jobs. Since the 
majority of respondents were students, 57% of respondents' personal income were 
below HK$ 10,000, 30% were between HK$ 10,000 to HK$ 19,999, 8% were between 
HK$20,000 to HK$29,999, and 5% were above HK$30，000. 47% of the participants 
responded the invitation from e-mail, 40% through ICQ, only 14% respondents came 
from the newsgroup advertising. Since online population was repeatedly found to be 
younger and more educated (Korgaonkar & Wolin, 1999)，the current sample was 
justified to represent this population. 
Technical Demographics 
Result revealed that the majority of respondents (44%) were using broadband 
connections, 42% of respondents were using 56K modem and only 2.7% reported that 
they were still using 32K modem. More than 50% were satisfied with the connections 
speed, but 34% were dissatisfied with the connections speed. Males were more likely to 
have broadband connections (50%) than females (35%). The result indicated that the 
technology standard in Hong Kong is quite good and Hong Kong Internet users are 
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generally satisfied with the connections speed. The result also showed that 91% of 
respondents had online experience more than one year, 75% among them even had more 
than 3 years of online experience. Males were also more likely to have longer online 
experience, 80% of male respondents had more than 3 years of online experience while 
70% of female respondents had the same online experience. 
W W W & Internet Use 
A majority of respondents accessed Internet more than 2 hours a day (68%), 
among them, 37% used Internet between 2-4 hours a day, 20% used Internet between 4-
8 hours and 11% used Internet more than 8 hours. On average, 50% of users spent more 
than one hour on browser a day. Communication was the most frequent activity 
conducted on the Internet. Other activities included information searching, news reading, 
entertainment, learning and doing job-related works were also done frequently among 
Hong Kong Internet users (See Figure 2). E-shopping, however, was the least frequently 
done activity among all. 
Table 3 shows the channels for knowing new Websites that Hong Kong Internet 
users generally relied on. Among all, links on Website, search engines, and friends' 
recommendation were the most common channels for knowing new Websites. Only 
250/0 and 150/0 indicated that they learned about new Websites through web banner and 
traditional advertisement respectively. This result suggested that formal advertising on 
the Web might not be as effective as expected. Register in search engines and exchange 
links with other web sites seemed to be more effective ways for increasing popularity of 
the Website. 
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Personal Information Disclosure 
When being asked whether they would disclose their personal information, 73% 
of respondents showed that they were likely to disclose their information. The bad news 
was, however, only 33% of respondents were likely to provide true information. 
They were also asked to rate the perceived importance on three factors - trust, 
information safety, and compensation, when they consider to disclose their real 
information. The results are shown in Table 4. Most people thought the credibility of 
virtual store was important for them to decide whether to disclose their real personal 
information (85%). When considering the information safety, most respondents thought 
the explanation and guarantee on the usage of information were important for them to 
decide whether to disclose real information. Interestingly, most of them did not worry 
about the security of information disclosed (86%). 
Compensation did not seem to be an important factor on deciding information 
disclosure, only 41% showed that they would consider it when making the decision. Our 
data confirmed the result of Hoffman and Novak's (1998) study that most Web users are 
uninterested in selling their personal data to Web sites for monetary incentives or access 
privileges despite many commercial Web providers believing in it. In contrast, our data 
suggested that the perceived control can be enhanced by clearly explaining and 
guaranteeing the usage of data collected, which also replicated Hoffman and Novak's 
(1998) finding on this issue that Web consumers want an exchange based on an explicit 
social contract built on trust. 
E-Shopping 
Respondents who had never purchased online were asked to indicate the reasons 
behind. They were allowed to choose multiple responses from a list of reasons collected 
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in the pilot study. Results are shown in Table 5, most of the concerns were related to 
trust issue, for example, 57% of those who had not purchased online thought that it was 
difficult to judge the quality of products, 56% did not trust to provide credit card 
information online, 42% concerned that they might not be able to receive the product 
after payment. It was also interesting to note that 35% of them said they did not shop 
online because they had never tried to do so. This result suggested that the non-e-
shoppers in Hong Kong were mainly concerning the trust issue during the online 
transaction. 
Participants were also asked to rate their perceived importance of some major 
concerns in Internet researches. These concerns were divided into three categories -
characteristic of e-shopping, trustworthiness of virtual store, and Website design of 
virtual store. Summaries are given in Table 6. More than 70% thought the ability to 
quickly gathering information and purchase products that are not available in Hong 
Kong were important of them to make a decision for online purchase. When asked about 
the product delivery time, majority of people thought the current situation in Hong Kong 
was below their acceptable level, 66% of respondents' perceived general product 
delivery time was longer than their acceptable time. In general, 65% thought that they 
should receive the products in 2 days after they made the purchase. 
Again, the trust issues were the major concerns when selecting a product 
provider for online purchasing, 95% thought that the credibility of a virtual store was 
important for them to consider purchasing on that particular store. Virtual stores which 
have their own real store and are well-known also helped. When considering Website 
design of virtual stores, most people thought that easy to use was an important 
determinant for the online purchase deciding (85%), only 50% of people considered the 
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beautifulness and professionalism of Website as important criteria in selecting which 
virtual store to purchase from. 
Measurement Model 
Anderson and Getting，s (1998) two-step approach was adopted to model 
construction and testing. First, a measurement model was formed by eliminating 
measurement variables and latent factors that were not well fitted by an initial 
confirmatory factor analysis (CFA). Second, we fitted the theoretical model, and a series 
of revised models, to the measured variables retained in the measurement model 
suggested in the first step. 
According to Anderson and Gerbing (1998), the first assessment focuses on the 
measurement properties of all the indicators and this assessment provides evidence on 
the convergent validity and discriminant validity among constructs, which make the 
subsequent testing of structural model more justifiable and interpretable. Therefore, 
Confirmatory Factor Analysis (CFA) model that included covariances between all pairs 
of latent factors was examined. 
Maximum likelihood estimation was used to fit the CFA model (See Table 7). 
The base model for the CFA, model CFA 1，included all the latent factors and 
measurement variables for e-shopping attitude (see Table 1) was first examined. In CFI 
1，covariance of latent factors of environmental control and secondary use of 
information control was bounded by upper limited and set to be 1，suggesting these two 
latent factors were actually measuring the same concept and should be combined. This 
result failed to confirm the two factor solutions of perceived control suggested by 
Goodwin (1991), therefore，environmental control and secondary use of information 
control were combined to form a single factor called perceived control. Overall 
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goodness of fit for the base model was reasonable, with root mean squared error of 
approximation (RMSEA) equal to .053. Browne and Cudeck (1993) suggested that 
RMSEA values about or below .05 indicate a close fit of the model of model in relation 
to degrees of freedom, and values below .08 indicate a reasonable fit. Bentler's (1990) 
non-normed fit index (NNFI) and comparative fit index (CFI), however, were only .844 
and .866 respectively, below the minimum value of .9 suggested by Bentler (1990). 
Thus，improvement was made via a series of model modification tests. 
Lagrange Multiplier (LM) tests were used to identify measured variables that 
loaded on multiple latent factors, and latent factors on which numerous extraneous 
measured variables loaded. Walt tests were also used to identify measured variables that 
have non-significant loading on corresponding latent factor. Variables or latent factors 
with multiple loadings or non-significant loadings were removed from the model. Table 
6 summarized the modification made based on the suggestions of LM tests and Walt 
tests. 
Result o fCFA confirmed the measurement model, the final measurement model, 
CFA 5, combined latent factors of secondary use of information control and 
environmental control and eliminated measured variables EC3, EC4, SC5, A3, TM4, 
U l , and SES2, had excellent goodness of fit, with CFI = .933 and RMSEA = .043. Both 
EC3 and EC4, which originally belonged to environmental control, concerned about 
one,s knowledge of the Internet. It was assumed that people who know more about the 
Internet should possess higher control on their personal information. However, this 
hypothesis did not support by the current factor structure in Chinese culture. The low 
reliability of environmental control might also because of this disconfirmation. SC5, 
A3，and TM4 were deleted because of their low discriminant validity, indicating that the 
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items might be poorly translated. On the other hand, online history (Ul ) and education 
level (SES2) were deleted because of their very low factor loadings (.008 and -.044 
respectively), suggesting the Online history and education level provided no additional 
value on the factor they belonged to given the other variables. 
The factor loading and reliability of indicators of each latent factor are shown in 
Table 8. The size of standardized loadings of most indicators were over .5 with the 
exception of U5, SC4, and TM3 only, providing evidence on the convergent validity of 
the measurements. Correlations among latent factors are shown in Table 8. All the 
correlations were below .7 with the exception of e-shopping attitude and time motive 
(.72), and money motive and time motive (.74), suggesting that the discriminant 
validities of the measurements were reasonable. 
Structural Model 
The base model shown in Figure 1 was fitted using the variables in CFA5. The 
standardized parameter estimates are shown in Figure 3. The base model provided an 
excellent initial fit, with NNFI = .890, CFI = .901, and RMSEA = .050. Although the 
base model provided an acceptable fit on the data, we still fitted a series of model 
modifications to explore any potential problem with the base model and any 
improvement could be made. 
LM tests suggested numerous parameters that could be added to the model 
(Bentler and Dijkstra, 1985; Bentler, 1995). Wald test of free parameter (Bentler and 
Dijkstra, 1985; Bentler, 1995), on the other hand, suggested which paths in the 
theoretical model with small t-statistics should be dropped from the model. Table 11 
summarized the modifications made based on the suggestions of LM tests and Walt 
tests. Only minor modifications had been made in the modification process, with two 
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paths dropped and two paths added. The hypothesis that perceived social norm exerted 
direct effect on future e-shopping intention was not supported (y = -.02). The social 
i n v i s i b i l i t y o f e- shopp i n g m i g h t e xp l a i n th is non-s i gn i f i c an t resul t b e t w e e n pe r ce i ved 
social norm and intention for future e-shopping. The result failed to support the direct 
effect of Internet usage on e-shopping attitude also (y = .01), which suggested that the 
general attitudes toward the Internet might not be able to predict the attitudes toward e-
shopping. While two predictors on the Internet usage were found, they are time motive 
(y = .23) and SES (y = .24). In particular, the higher the time motive and SES, the higher 
the Internet usage. Overall fit of the final model, Model 3，was excellent, with NNFI = 
.898, CFI = .909，and RMSEA = .048 (90% confidence interval = [.044, .053]) and 
confirmed most of the hypotheses except the effect of money motive on e-shopping was 
opposite to the expected direction. The revised model with standardized loadings is 
shown in Figure 4. 
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Discussion 
Attitude and Social Norm 
The revised model (see Figure 4) confirmed that one's attitude towards e-
shopping directly predicted one's intention for future e-shopping, with y = .32. The 
perceived social norm, however, has no direct influence on the intention, which was out 
of the expectation. The reasons may be twofold, first, majority of participants had low 
perceived social norm on e-shopping, around 50% of respondents disagreed that the e-
shopping is very popular way for purchasing and only 20% of respondents agreed this 
claim (x2 = 61.67, d f =2 , p < .001). Furthermore, more than 60% of respondents 
disagreed e-shopping as a popular behavior and hot topic discussed among their own 
group (x2 = 227.79, df = 2, p < .001). The second reason is that because e-shopping can 
be generally seen as a socially invisible behavior. Unlike the traditional shopping, which 
is always regarded as socially visible behavior and frequently done while accompanied 
by friends or family, e-shopping is done solely most of the time. Therefore, the influence 
from social norm may be limited. Although the direct effect is not supported, an indirect 
effect through e-shopping experience is observed. 
Attitude was found to be an important predictor of both e-shopping behavior and 
intention for future e-shopping. However, only 24% of the respondents showed positive 
attitude (have mean score more than 3 — the psychological boundary between positive 
and negative) in the attitude scale. More than half of the respondents disliked e-shopping, 
only 10% of them showed that they like shopping online. These results suggested Hong 
Kong Internet users held rather negative attitudes toward e-shopping. Fortunately, 
despite their negative attitudes and disliking, most of the participants agreed that e-
shopping is very convenient, only 25% of them disagreed this fact = 18.56, d f = 2，p 
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< .001). Why Hong Kong Internet users do not like e-shopping even they agree that it is 
a convenient way for purchasing? What factors contributed in their negative attitude? 
Attitude was proven to be a function of perceived control, time motive, and 
money motive. However, the hypothesis that Internet usage predicted e-shopping 
attitude was not supported. Perceived control means one's perceived control on their 
personal information available in the Internet. The initial two factors solution of 
environmental control and secondary use of information control suggested by Goodwin 
(1991) was not supported by the CFA model, suggesting that Hong Kong Internet users 
do not treat the Internet environment and the online companies separately. The revised 
model suggested the belief that personal information is under control significantly 
predicts more positive e-shopping attitude. 
Motive reflects one's motivation for using the Internet. Time motive and money 
motive mean the extent to which one's primary motivation for using the Internet is 
saving time and money respectively. High time motive predicted positive e-shopping 
attitude suggesting that e-shopping is generally regarded as an effective way for saving 
time. This claim was supported by the fact that more than 40% of participants agreed 
that e-shopping is convenient. E-shopping allows people to purchase their targeted 
goods by just a few clicks and they do not have to go shopping on streets anymore. 
Furthermore, the revised model suggested that the effect of time motive on e-shopping 
attitude was extremely strong, with y = .95, suggesting that the perception on the ability 
to save time is critical on e-shopping attitude. 
Surprisingly, money motive predicted the e-shopping attitude in negative 
direction, which was opposite to our hypothesis, suggesting that people who have high 
needs in saving money were actually disappointed by the fact in Hong Kong, or the 
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Internet as a whole, and thus having more negative attitude towards e-shopping. This 
result suggested that Hong Kong Internet users do not see e-shopping as an effective 
way to save money. In fact, 42% of people disagree that products available online are 
cheaper than those in traditional store, only 13% agree with this claim (%2 = 84.74，df = 
2，p<.001). 
The attitude towards e-shopping was known to be an important predictor of both 
e-shopping behavior and intention for future e-shopping, and one's e-shopping attitude 
was influenced by one's perceived control, time motive and money motive. In other 
words, e-shopping attitude was determined by people's security concern of the Internet, 
its ability to provide quick and convenient service, and the price of products available. 
Among these three variables, the ability to provide quick and convenient service was 
found to be the most critical one. Therefore, the ability to provide quick and convenient 
service, which lead to a perception of time saving among consumers, seem to be the 
major task for online store to improve the negative attitudes among Hong Kong Internet 
users toward e-shopping in the future. 
E-Shopping Experience 
Our model also confirmed Bagozzi and associates' (Bagozzi, 1981; Bagozzi and 
Kimmel, 1995) claim that past behavior directly affects intentions and subsequent 
behavior (y = .31). Those people who had e-shopping experience showed higher 
intention for future e-shopping significantly. This result was further supported by the 
fact that 35% of the non-Internet shoppers claimed that they had not tried e-shopping 
simply because they had never tried it (See table 4). 
Therefore, giving some trial purchases for consumers seem to be the most direct 
way to boost their e-shopping intention. Part of the reason is that once the transaction is 
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successfully made, the important barriers like trust concern were overcome (Thomas, 
2000). The consumer enjoyed the convenience brought by online shopping and, thus, 
higher future e-shopping intention. 
From the revised model, e-shopping experience was found to be a function of the 
level of trust (y = .19), Social Economic Status (y = .34), Internet usage (y = .34)，and 
perceived social norm (y = .15), all of them predicted e-shopping experience in positive 
direction and confirmed our hypotheses except the perceived social norm. 
Although the direct effect of the level of trust on e-shopping experience was 
confirmed, this effect was not as strong as our expectation. One point should be noted 
here is that，we adopted the willingness to disclose personal information as a measure of 
respondents' trust level because disclosure of personal information is the first step of any 
online purchase, as argued before, no transaction can be made without providing 
personal information. Since not all the transactions require disclosure of credit card 
information, for example, ParkNShop Online Superstore allows customers to pay during 
the delivery, willingness to disclose credit card information was excluded from the 
measurement. This exclusion might explain the weak relationship between trust and e-
shopping experience found. The current result, however, confirmed that trust is 
consistently a concern for potential e-shoppers. In fact, more than 50% of the non-
Internet shoppers claimed that they had not tried e-shopping because they did not trust to 
tell their credit card information. New payment method, therefore, seems to be an urge 
in promoting e-shopping in Hong Kong. 
The direct effect of SES on e-shopping experience replicated Donthu and Garcia 
(1999) finding that Internet shoppers were older and make more money than the non-
Internet shoppers. Our data showed that 57% of respondents whose personal monthly 
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income were more than $20000 used e-shopping sometimes or often, while only 20% or 
respondents whose personal monthly income less than $20000 indicated sometimes or 
often use e-shopping (x^ (1) = 38.5, p < .001). Furthermore, Internet users aged 25 or 
above significantly used e-shopping more than those aged under 25 {y^ (1) = 114.0，p < 
.001), 45% among the older group reported that they sometimes or often used e-
shopping while only 4% among the younger group reported that they sometimes or often 
used e-shopping. 
SES also predicted Internet usage, people higher in SES used Internet more 
significantly. Correlation between Internet usage and age and personal income were .326 
and .408 respectively (p < .001 in both cases). Internet usage was found to be related to 
one's e-shopping behavior, in particular, heavy Internet users conducted more e-
shopping. However, it was interesting to note that Internet usage failed to predict e-
shopping attitude, suggesting that heavy Internet users just used e-shopping more but not 
necessarily held more positive attitude towards e-shopping. Internet stores, therefore, 
can target the heavy Internet users who are older and have relatively higher income in 
their segmentation. 
Channel Appropriateness 
Intention for future e-shopping was directly predicted by the general perceived 
channel appropriateness. People who saw the Internet as an appropriate media for 
shopping significantly had higher intention for future e-shopping. Our model confirmed 
Morrison and Roberts' (1998) finding that channel appropriateness was a function of the 
attitude towards the channel, in this case, the Internet. 
According to Morrison and Roberts (1998), perceived channel matching can be 
product specific, and this matching predicts one's attitudes toward purchasing this 
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particular product through the channel. Figure 5 provided evidence on this claim. In 
Figure 5, the perceived appropriateness for the Internet as a media to purchase different 
kinds of product was plotted with the intention for future e-shopping and e-shopping 
experience on that particular kind of product. Positive relationships were clearly shown 
in the graph, high-perceived channel appropriateness products corresponded to higher 
intention and experience. The intention-behavior relationship was even clearer among 
those Internet shoppers (See Figure 6), this result also provided support on the predictive 
power of intention towards later behavior as predicted by TRA. 
In general, Book/Magazine and concert/movie ticket were regarded as the most 
appropriate products to purchase online, with the mean score over 4. Purchasing 
Music/Video, Air-ticket/Travel Package, and Video Game online were also seen as 
highly appropriate. Fashion, Health/Beauty, and Car/Property, on the other hand, were 
regarded as inappropriate to be purchased online. By looking at the above results, some 
interesting characteristics were noted - products that are related to entertainment, have 
low involvement, and of which the necessary information required to make the purchase 
decision can be presented in words, picture, or sound format, i.e. books, music, video, 
travel and game, are more likely to be regarded as appropriate products for e-shopping. 
However, those products require high personal fit and the necessary information for 
purchasing can not be totally presented in word, picture, or sound format, e.g. fashion, 
beauty, car and property, and those products that need high involvement, e.g. car and 
property, are more likely to be seen as inappropriate products for online purchase. More 
findings are needed, however, before this conclusion can be generalized. 
The current finding supported that the matching between products and the 
Internet as a shopping channel was an important determinant on one's intention and 
Internet Shopping 33 
behavior for shopping online. The result also provided insight into what types of product 
were more likely to fit in the e-commerce. E-commerce providers should consider the 
match between their products and the Internet perceived by consumers. Customer 
opinion surveys and focus groups seem able to help in determining this relationship. In 
general, providing products that match the Internet as a shopping channel can heighten 
the chance for business success. 
Intention for Future E-Shopping 
Although consumers' actual behaviors were not collected in the current study 
and thus the relationship between intention and future behavior is not clear, this relation, 
however, was assumed to be strong because the Internet connections in Hong Kong is 
very convenient and the ability necessary for e-shopping is low, thus the e-shopping 
behavior should be under volitional control to large extent. Our data did support this 
claim, for example, around 70% of the respondents access the Internet more than 2 hours 
everyday and only 12% respondents reported that e-shopping is too complicated for 
them to use. Figure 6 provided additional support on the hypothesized intention-
behavior bond. 
The current model confirmed that the attitudes toward e-shopping was the most 
critical predictor of one's intention for future e-shopping. Both direct and indirect effects 
were found. The direct relationship between attitude and intention (y = .32) confirmed 
the TRA that intention for future behavior depends on the attitude on that behavior. The 
indirect effects between experience and perceived channel appropriateness, in addition, 
suggested that there are other important factors existing and mediating the attitude-
intention relationship. 
Implications 
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E-shopping, or sometimes called B2C business, has not yet well accepted by the 
Hong Kong Internet users. Although the majority of people regard e-shopping as a 
possible solution for convenient shopping and saving time, their attitudes toward e-
shopping are still neutral, if not negative. Recent findings suggested that Internet 
commerce providers could work on three directions in order to enhance the public's 
attitudes toward e-shopping. 
Firstly, people develop positive attitudes toward e-shopping when they think or 
perceive that personal information is in their own control, which means they have 
complete control on when and where will the information be disclosed and whom will 
be able to access their information. The most successful online store allows their 
customers to have full control on their own information by explaining and guaranteeing 
the usage of and access to customers' information. The first challenge for selling online, 
therefore, seems to be gaining trust from customers. The Personal Data (Privacy) 
Ordinance has now been implemented in Hong Kong, which may help Hong Kong 
Internet commerce providers to construct an explicit social contract with their customers 
that is believed to facilitate the trust development. As suggested by Gibbs (2000), "the 
retailers who survive in this new environment will be those who can be trusted by 
consumers". 
Secondly, price reduction on e-shopping is necessary and preferred, if possible. 
Although traditional wisdom views selling online is a possible way to cut cost and thus 
products are available online at a lower price, the analysis suggested the opposite. In 
fact, most people think online products are more expensive than those available in 
traditional channels. The negative relationship between money motive and attitudes 
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toward e-shopping gave support on this claim. Online sales, therefore, can be effective 
in changing the Internet users' attitude on e-shopping. 
Lastly, and the most importantly, Internet commerce providers should provide 
quick and convenient service. If not, why shop online? Actually, the extremely strong 
relationship between time motive and attitudes toward e-shopping suggested that the 
ability to save time through shopping online is the most critical element for success of e-
shopping providers. Part of the reason is that most Internet shoppers are older and have 
higher personal income. This segment group is more likely to be busy and have less time 
to organize the entertainment and routine events, thus, the ability to saving time becomes 
the most attractive point for them to purchase online. Our findings showed that some 
products are perceived as more appropriate to shop online, e.g., concert tickets, movie 
tickets, and air-tickets, may because of purchasing these products online can save much 
time on waiting and queuing. Internet commerce providers, therefore, should review 
their services and products list. Think about in what sense they can save their customers' 
valuable time and emphasize this ability in their promotion. 
The user-friendliness and usability of Website, which are not the concern of most 
Internet commerce providers, were found to be a critical determinant for consumers on 
deciding which provider to shop from. The high needs for saving time make Internet 
shoppers less likely to spend time on understanding the procedures of purchasing. 
Therefore, instruction and Website design must be clear and simple. 
Internet shopping experience is likely to influence future e-shopping. Our 
findings showed that Internet shoppers use Internet more frequently; they are older, have 
higher personal income, level of trust, and perceived social norm. Segmentation can be 
based on these findings. 
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Limitation and Future Research Direction 
The current study adopted TRA as a conceptual framework for studying the 
Internet shopping behavior. The strong relationships between attitude and intention, both 
direct and indirect, confirmed the classic theories in social psychology. Although the 
current study integrated recent findings in the Internet consumer behavior and confirmed 
their relationships and effects, the causal relationships in model are not yet confirmed 
because of the survey design used. Longitudinal study or experiment is needed before 
we can confirm the causal relationships found. 
On the other hand, relatively little findings about the decision making process 
and post-purchasing evaluation effect for the Internet shopping were known. For 
example, traditional shopping was regarded as a socially visible behavior and largely 
influenced by social norm and interpersonal contact. In traditional shopping, the social 
context and interaction between salespersons and customers are important for the 
consumer's decision. However, there is virtually no social contact available in the e-
shopping context. Other variables were found to be important, for example, trust, time 
motive, money motive, and e-shopping experience. More researches, however, are 
needed to explore the full picture. For example, flow experience was recently found to 
be correlated with Internet usage and the Internet exploratory behavior (Novak & 
Hoffman, 2000), which may in turn influence the e-shopping attitude according to our 
model. On the other hand, apart from the quantity of past e-shopping experience 
examined in the current study, the quality of past e-shopping experience, in contrast, 
may exert effect on one's e-shopping attitudes. Future research can test the effect of 
post-purchasing evaluation on one's attitudes toward e-shopping. 
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Our results also showed that the effect of product-channel matching is also 
important for consumers in deciding which kinds of product to be purchased online. 
Some products were found to be more appropriate to shop online than others; however, 
the rationale and rules behind still require further support. Future study can explore the 
relationship between product characteristics and the perceived channel appropriateness 
for e-shopping. Web-site design was also found to be an important determinant for 
purchasing decision. Surprisingly, the graphic design of Website was not regarded as an 
important factor in making a purchasing decision, but the usability was. Future study can 
work on to confirm this finding and explore the relationship between usability and 
purchasing behavior. 
Current study integrated the most up-to-date findings in e-shopping and 
suggested an overall picture of factors affecting e-shopping behaviors. However, we see 
the current study as a beginning rather than the end, future studies can expand the 
current model and more researches are needed before we can fully understand the 
mechanisms behind. 
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Table 10 
Computer and the Internet Penetration Rate of Hong Kong in 2000 
Percentage 
Households with personal computers at home (” “ 49.7 
Households with personal computers at home connected to i n t e r n e t ^ 3 6 . 4 
Persons aged 10 and over who had used personal computers during the 43.1 
twelve months before enumeration^'^ 
Persons aged 10 and over who had used Internet service during the twelve 30.3 
months before enumeration⑴ 
Establishments with personal computers⑴ 51.5 
Establishments with Internet connection⑴ 37.3 
Establishments with Web page/Web site⑴ 7.3 
(1) based on the data from Census on 2000, Census and Statistic Department, HKSAR. 
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Table 10 
Measurements of Variables Used in the Base Measurement Model 
Latent Variable Items 
E-Shopping Attitude General E-Shopping Attitude 
A2: Overall perceived convenience for e-shopping 
A3: Overall perceived liking for e-shopping 
Intention for future E- II: Probability for e-shopping in coming 6 months 
Shopping 12: If possible, probability to try e-shopping 
E-Shopping Experience 巧 Frequency of e-shopping 
E2: Products Average on e-shopping experience 
Ul: Online History 
Internet Usage ^^： Average online time per day -
U3: Frequency of intentionally searching information 
U4: Frequency of using browsers 
U5: Frequency of communication through the Internet 
SCI: Someone would unlawfully use my personal information * 
SC2: I don't trust the website would protect my personal information 
Secondary Use of * 
Information Control SC3: My private right would not be guaranteed in the Internet * 
SC4: Website would sell my personal information without my 
permission * 
SC5: My private right would be respected in the Internet 
EC 1: Someone would know what I have done on the Internet * 
Environmental Control EC2: My personal information would be stolen * 
EC3: I don't understand the theory of the Internet 
EC4: I know how to protect my personal information in the Internet 
Channel Appropriateness ？二： Products average on channel appropriateness 
CA2: overall perceived appropriateness 
TMl: E-shopping is very convenient 
Time Motive TM2: E-shopping cannot save time * 
TM3: Information from the Internet is more accurate and detailed than 
traditional channels 
TM4: To search a company, industry, or stock 
Monev Motive MM 1 ： On-line products are cheaper than those in traditional channels 
^ MM2: E-shopping can save money 
MM3: On-line provides a lot of discount 
Level of Trust T1: Probability not to disclose personal information* 
T2: Probability to disclose bogus personal information* 
Perceived Social Norm 二^： of i^y friends have shopped online 
SN2: My friends always talk about e-shopping 
SN3: E-shopping is very popular 
Social Economic Status ^cc i c f ^ 。 t i 
SES2: Education Level 
SES3: Personal Income 
* represents reverse items 
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Table 10 
Common Channels for Knowing New Websites Among Hong Kong Internet Users 
Sources Percentage 
Friends 76% 
Search Engine 76% 
Links on Web 70% 
Magazine/Newspaper 66% 
E-mail 4 1 % 
Newsgroup 26% 
Web Banner 25% 
Traditional Advertisement I50/0 
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Table 10 
Perceived Importance on Determinants for Disclosing Personal Information 
Providing personal information 
Trust of Virtual Store Important Neutral , 
Important 
You know the virtual store company or its management well 61.80% 20.70% 17.50% 
You trust the virtual store or its management 70.20% 22.00% 7.70% 
Creditability of virtual store 87.70% 9.30% 3.00% 
Virtual store has its own real store 61.60% 22.00% 16.40% 
Information Safety Important Neutral , NoJ 
Important 
Virtual store explain the usage of personal information clearly 79.30% 1 1 2 . 7 0 % 8.00% 
Virtual store guarantee the usage of personal information 72.70% 17.30% 10.00% 
Worrying about your personal information would be stolen by 
hackers 2.00% 12.00% 85.90% 
Compensation Important Neutral , Not 
Important 
You can get equal value of return for disclosing your personal 
information 41.10% 29.10% 29.80% 
Worrying about you will get many junk mails 8.60% 12.00% 79.30% 
Remark: responses more than 70% were highlighted 
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Table 10 
Reason for not trying E-Shopping Given from the Non-Internet Shoppers 
Reason Percentage 
Difficult to judge product quality 570/0 
Do not trust providing credit card information 560/0 
Concern about cannot receive products after purchase 42% 
Never tried 350/� 
More convenient to shop at store 340/^  
Do not trust e-shopping providers 29% 
Do not like e-shopping 25% 
Shipping takes too long 23% 
Too complicated 13% 
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Table 10 
Perceived Importance on Determinants for Online Shopping 
Shopping Online 
Characteristic of e-shopping Important Neutral • Not 
Important 
Able to search products' information quickly 73.60% 17.00% 9.30% 
Able to buy the products that not available in Hong Kong 79.30% 14.10% 6.60% 
Able to know others' opinion about the products I want 38.90% 35.60% 25.50% 
Able to compare similar products easily 60.00% 27.70% 12.30% 
Trustworthiness of Virtual store Important Neutral Not 
Important 
Creditability of Virtual Store 95.00% 4.10% 0.90% 
Virtual store has its own real store 77.30% 12.70% 10.00% 
Virtual store is well-known 85.00% 12.30% 2.70% 
Website Design of Virtual Store Important Neutral Not 
Important 
Website design of virtual store is beautiful 53.20。/。 23.60% 23.20% 
Website design of virtual store is easy to use 84.50% 11.80% 3.60% 
Website design of virtual store is professional 48.40% 33.00% 18.60% 
Remark: responses more than 70% were highlighted 
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Table 10 
Model Modification Process for Purifying the Measurement Model 
Reason for deletion 
Model x2 df NNFI CFI RMSEA Variables using Lagrange 
Deleted Multiplier (LM) Test 
& Walt Test 
C F I l 1369.7 610 .844 .866 .053 - Remark: covarianceof 
latent factors 
environmental control 
and secondary use of 
information control 
was bounded by upper 
limited and set to be 1. 
CFI 2 1038.2 539 .890 .906 .046 EC3, EC4 Deleted variables 
double-loaded on 
additional latent 
factors 
CFI 3 950.4 505 .894 .910 .045 A3 Deleted variables 
double-loaded on 
additional latent 
factors 
CFI 4 771.4 440 .916 .930 .041 SC5. TM4 Deleted variables 
double-loaded on 
additional latent 
factors 
CFI 5 692.9 379 .918 .933 .043 U1,SES2 Deleted non-
significant variables 
suggested by Walt test 
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Table 10 
Factor loadings and reliability in measurement model 
Latent Factors and Standardized Reliability (R^) 
Indicators Loading  
E-Shopping Attitude 
入 Ai . 7 9 6 . 6 3 4 
入 A3 . 7 5 1 . 5 6 4 
Intention for Future E-
Shopping 
入 II . 8 2 5 . 6 8 1 
入 12 . 8 1 5 . 6 6 3 
E-Shopping Experience 
入 El . 8 3 5 . 6 9 8 
入 E2 . 7 2 9 . 5 3 1 
Internet Usage 
入 U2 . 7 9 7 . 6 3 5 
入 U3 . 6 1 2 . 3 7 5 
入 U4 . 4 6 3 . 2 1 4 
Xu5 .151 .023 
Perceived Control 
入 SCI .818 .668 
hc2 .644 .415 
人 SC3 .656 . 4 3 1 
入 SC4 . 4 4 3 . 1 9 6 
入 ECI - 5 0 1 . 2 5 1 
入 ec2 . 8 5 4 . 7 2 9 
Channel Appropriateness 
入 CAi - 4 8 1 . 2 3 2 
入 CA2 . 8 4 7 . 7 1 8 
Time Motive 
入 TMI - 8 0 3 . 6 4 5 
入 TM2 - 8 1 5 . 6 6 5 
入 TM3 . 3 0 8 . 0 9 5 
Money Motive 
入 MMi - 8 3 2 . 6 9 3 
入 MM2 . 8 7 7 . 7 6 9 
入 MM3 - 6 6 3 . 4 4 0 
Level of Trust 
入丁 1 . 6 1 4 . 3 7 7 
入丁2 . 5 6 0 . 3 1 4 
Perceived Social Norm 
？isNi .691 .477 
入 SN2 . 8 2 7 . 6 8 5 
入 SN3 . 5 6 0 . 3 1 3 
Social Economic Status 
入 SES 丨 . 7 3 8 . 5 4 5 
入 SES3 . 7 9 1 
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Table 10 
Correlations Among Latent Factors in Measurement Model 
Latent Factors 1 2 3 4 5 6 7 8 9 10 11 
E-Shopping A t t i t u d e 1 L O O " " “ “ 
Intention for Future ^ . „ , „ „ 
eu 2 U.oy l.UU 
E-Shopping 
『 h o p p i n g 3 0 57 0.61 1.00 
Experience 
Internet Usage 4 0.17 0.32 0.50 1.00 
Perceived Control 5 0.25 0.19 0.21 -0.02 1.00 
二 i a t e n e s s ^ _ 0.66 0.48 0.17 0.12 1.00 . 
Time Motive 7 0.72 0.55 0.64 0.28 0.12 0.52 1.00 
Money Motive 8 0.41 0.28 0.37 0.15 0.09 0.37 0.74 1.00 
Level of Trust 9 -0.11 0.03 -0.22 0.04 -0.29-0.il -0.18-0.20 1.00 
Perceived Social ^^ o . l 5 0.21 0.39 0.24 -0.05 0.23 0.41 0.36 -0.18 1.00 
Economic 11 0.15 0.36 0.52 0.29 -0.05 0.22 0.23 0.14 0.09 0.27 1.00 
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Table 10 
Covariance Matrix of Indicators in Measurement Model 
VI V2 V3 V4 V5 V6 V7 V8 V9 VIO VI1 V12 V13 V14 
A 1 ~ 
A2 V2 .341 .820 
11 V3 .322 .457 1.415 
12 V4 .352 .494 .980 1.501 
El V5 .253 .285 .569 .490 .896 
E2 V6 .124 .163 .237 .203 .367 .407 
U2 V7 .067 .145 .350 .282 .423 .210 1.613 
U3 V8 .093 .096 .261 .283 .353 .212 .784 1.665 
U4 V9 .001 .057 .214 .164 .251 .104 .658 .493 1.874 
U5 VIO .011 .057 .070 .090 .014 -.059 .140 .076 .149 .647 
SCI VI1 .076 .085 .082 .157 .096 .079 -.022 .017 -.013 -.009 .618 
SC2 V12 .096 .153 .155 .262 .178 .084 .044 .046 .116 .026 .355 .854 
SC3 V13 .118 .143 .208 .193 .168 .058 .048 .104 .099 .014 .325 .388 .696 
SC4 V14 .053 .085 .051 .141 .006 -.053 -.007 .002 -.038 .019 .240 .325 .339 .840 
ECl V15 .010 .019 -.083 .000 -.017 .038 -.141 -.133 -.068 -.027 .327 .191 .194 .205 
EC2 V16 .079 .098 .047 .134 .069 .080 -.049 -.026 .006 -.036 .452 .379 .348 .226 
CAl V17 .079 .102 .159 .172 .104 .088 .053 .009 .053 -.008 .028 .033 .029 -.022 
CA2 V18 .216 .340 .418 .475 .257 .137 .125 .110 .024 .011 .040 .125 .107 -.010 
TMl V丨 9 .314 .381 .404 .445 .392 .239 .240 .224 .003 .037 .070 .078 .070 .031 
TM2 V20 .306 .404 .429 .543 .426 .261 .240 .225 .035 .033 .070 .183 .098 .033 
TM3 V21 .069 .065 .092 .132 .152 .105 .130 .186 .060 .023 -.001 -.011 .017 -.054 
MMl V22 .155 .253 .143 .226 .180 .146 .113 .103 -.021 .041 .048 .064 .028 -.033 
MM2 V23 .143 .231 .178 .278 .231 .155 .148 .084 .005 .022 .041 .079 049 -019 
MM3 V24 .107 .203 .121 .232 .162 .123 .137 .052 .041 .072 .009 .073 .058 -.003 
T1 V25 -.033 -.039 .037 .036 -.102 -.096 -.104 -.004 -.063 -.042 -.112 -.152 -.073 -.044 
T2 V26 -.052 -.053 -.009 -.006 -.096 -.057 .173 .142 .120 .006 -.130 -.182 -.140 - 136 
SNl V27 .068 .067 .156 .157 .218 .155 .196 .125 -.024 -.031 .001 .037 -.022 -020 
SN2 V28 .042 .055 .131 .136 .157 .182 .225 .118 .028 -.030 -.001 -014 -058 -040 
SN3 V29 .064 .098 .093 .120 .117 .143 .098 .078 -.114 -.039 -.025 .004 -.073 -036 
SESl V30 .052 .042 .256 .187 .217 .181 .164 .125 .020 -.144 .004 -.079 -.026 -088 
SES2 V31 .111 .091 .507 .347 .501 .307 .416 .303 .174 -.141 .008 -.138 .023 -097 
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Table 10 
Covariance Matrix of Indicators in Measurement Model (continued、 
V15 V16 V17 V18 V19 V20 V21 V22 V23 V24 V25 V26 V27 V28 V29 V30 V31 
EC2 V16 .829 
CAl V17 .302 .606 
CAl V17 .014 .020 .310 
CA2 V18 -.016 .031 .182 .642 
TMl V19 -.011 .020 .104 .286 .993 
TM2 V20 .025 .075 .101 .294 .678 1.080 
TM3 V21 .021 -.031 .089 .135 .197 .246 .768 
MMl V22 ,034 .046 .118 .179 .479 .434 .165 .825 
MM2 V23 .030 ,045 ,113 .176 ,435 .517 .163 .612 .828 
MM3 V24 .034 .007 .110 .145 .377 .404 .201 .409 .443 .720 
T1 V25 -.030 -. 105 -.063 -.052 -. 138 -. 145 -.076 -. 103 -. 135 -, 146 1.102 
T2 V26 -.125 -.132 .000 -.031 .011 -.078 .045 -.015-.080-.071 ,428 1.403 
SNl V27 -.084 -.016 .074 .088 .187 .218 .099 .167 ,191 .132 -.040-.055 .794 
SN2 V28 -.081 -.017 .084 .078 .234 .252 .097 .150 .205 ,188 -.119-.047 .443 .759 
SN3 V29 -.052 -.026 .097 .149 .183 .166 .070 .164 .197 .153 -.104-.094 .323 .391 .918 
SESl V30 -.043 -.039 .081 ,130 .108 .118 .016 .041 .071 .084 .014 .027 .147 .144 .088 .706 
SES2 V31 -.127 -.027 .097 .141 .32 .232 .106 .089 .167 .107 .057 .117 .239 .230 .034 .757 1.881 
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Table 10 
Model Modification Process for the Theoretical Model 
Model x2 df NNFI CFI RMSEA Model Modifications 
Base 892.8 419 M S ；osl  
Model 
Model 1 893.1 421 .889 .900 .051 Dropped path "Internet 
usage to Attitude towards 
e-shopping" & "Perceived 
social norm to Intention 
for future e-shopping" 
Model 2 861.4 419 .896 .906 .049 Added path “SES to 
Internet usage" & 
"Perceived social norm to 
E-shopping experience" 
Model 3 847.2 418 .898 .909 .048 Added path "time motive  
to Internet usage’’ 
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Figure Caption 
Figure 1. The Hypothetical Model of E-Shopping 
Figure 2. Frequently Done Activities on the Internet among Hong Kong Internet Users 
Figure 3. The Base Model of E-Shopping with Standardized Parameters 
Figure 4. The Revised Model of E-Shopping with Standardized Parameters 
Figure 5. Perceived Products Appropriateness for Purchasing Online 
Figure 6. Perceived Products Appropriateness among Internet Shoppers 
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Figure 2 
Frequently Done Activities on the Internet Among Hong Kong Internet T Jsers； 
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